1909 INDEX 


To help locate subjects, authors, and articles, we have published two separate indexes for 1989. 

The Subject Index lists subject terms for all articles contained in American Demographics in 1989. 
The Author-Title index lists all authors and the titles of their articles. 
All references are by month and page number; thus, “Ja/23” refers to the January issue, page 23. 


Adoption, 0/11 

Adults, middle-aged: 
food consumption, D/ 
25; increase, D/44 

Advanced Recycling Sys- 
tems, JI/16 

Aetna Life & Casualty, S/38 

Affluent Americans, Je/18- 
22, N/24-28 

Africa, pharmaceutical mer- 
keting in. N/16-18 

AGB Tetevision Research. 
Mr/18 

Aging ‘See Cider adults) 

AIDS. G/46 

Airbags, Ap/20 

Airpiane pilots: 
marketing to, N/38; re- 
cruitment of, N/38-23 

Airplanes, fear of flying, S/ 
13 


Alabarva: 
cities, Ja/60, 64; eco- 
nomic conditions, Ja/ 
60, 64 

Alaska: 
economic conditions, 


Ap/61; image, Ap/60-61; 


tourism, Ap/61 
Alcoholic beverages, adver- 

tising of, N/20 
Alcoholics: 

advertising for interven- 

tion with, Ap/21-22; 

demographics, Ap/21- 

22 


Aliens applying for amnesty: 
countries of origin, Mr/ 
58; demographic char- 
acteristics, Mr/58 

Allied University Research in 
Aging, D/42 

American Association of Re- 
tired Persons (AARP), 
$/38 

American College Testing 
Program, D/3 

American Demographics: 
goals, Ja/21; history, Ja/ 
20 


American Demographics’ 
9th Annual Consumer 
Outlook Conference: 
exhibitors, Ag/49-50: 
highlights, Ag/19-22 

American Housing Survey 
(AHS), N/47 

American Journal of Public 
Health, 0/34 

American Marketing Asso- 
ciation: 
market research, F/8; 
new products confer: 
ence, Ag/16-17 

American Telephone and 
Telegraph, N/62 

American Tennis Industry 
Federation, N/14-15 

Amnesty for illegal aliens, 
Mr/58 

Anchorage, Alaska, Ap/61 

Apple TV, Ja/18-19 

Arbitron Ratings Cornpary, 
Ja/25, 60, Je/8, WE 

Arizona Senior Worid, &/42 

Arts events: 
attendance, Ja/16; vide- 
ocassette recordings of, 
Ja/16 

Asian-American market, Mr/ 
28 

Association of Executive 
Search Consultants, My/ 
18 


Astronauts, JI/11 

Atlanta Regional Commis- 
sion, My/42 

Automobile racing, sponsor- 
ship of, Ap/20 

Automobiles: 
airbags, Ap/20; color 
preferences, Mr/54-56; 
driving, Ja/19; luxury 
car market, S/6; mainte- 
nance, Ap/21 

Average Americans: 
consumer spending, Je/ 
26; ethnicity, Je/62-63; 
expenses, Je/27, 62; 
home ownership, Je/26; 
residence, Je/26-27 

Aviation, civilian: 
access to airspace, N/ 
38; decline in aircraft, N/ 
36; insurance costs, N/ 
38 


Baby-boom generation: 
beverage preferences, 
D/18; educational attain- 
ment, F/52; long-term 
care needs, F/36-37; 
marketing to, Je/40-41; 
retirement needs, F/36- 
37; savings, F/36-37; 
values, Je/12 

Baby-bust generation: 
aspirations, Ap/32, 36, 
41; careerism, Ap/35; 
education, Ap/34-35; 
income, Ap/36; income 
distribution, Ap/34 

Bachelors: 
divorced, F/25-26; never 
married, F/24-25; wid- 
owed, F/24, 55 

Backer Spielvogel Bates, D/ 
13 


Balch Institute for Ethnic 
Studies, Mr/30 


Baltimore, Maryland, Mr/56- 
57 


Bank Advertising News, D/ 
33 


Banking: 
advertising, Ji/12; 
home, 0/42-43, D/20; 
marketing strategies, 
Ap/15-16 

Baseball: 
Buffalo, New York, Ap/ 
64-66; fans, 0/6; popu- 
larity, O/6 

Bass Fishing, 0/48 

BBDO Worldwide, F/55 

Beta Research Corporation, 
Mr/16-17 

BevMark Management, Mr/ 
31 


Bifocals, N/20 

Bilingualism, 0/63 

Births, first, N/13-14 

Blacks: 
affluent, N/24-29; afflu- 
ence compared with 
whites, N/24-25; by 
metropolitan area, N/62; 
college enrollments, Mr/ 
13; consumer prefer- 
ences, N/26-27; geo- 
graphic distribution, N/ 
28; homeownership, N/ 
29; magazines, Mr/19; 
marketing to, Mr/28; 
migration to the South, 
$/13; population in- 
crease, projected, Ja/13; 
television viewing, Ja/ 
14-16 

Book-buying trends, JI/36- 


Brain drain, JW/14 

Breweriana collectors, Ag/ 
11-12 

Bruskin, R.H, Jl/14-15, S/40, 
D/13 


Buffalo, New York: 
baseball team, Ap/64- 
66; economic condi- 
tions, Ap/64-66; Pilot 
Field, Ap/64-66 


Bureau of Economic Analy- 
sis (BEA), Ap/51 

Bureau of Labor Statistics: 
consumer expenditures, 
Ag/26-30; gift giving, D/ 
4; labor force, N/67 

Burger King, marketing mis- 
takes by, D/21 

Burke Marketing Research, 
F/30 


Burrell, Mr/28-30 
Business geography, Je/43- 
44 


Business education, Je/6 

CACI, Je/22, Ag/34-37 

Cabela's, $/24 

California: 
Asian population, Mr/2; 
consumer attitudes, S/ 
60-62; Hispanic popula- 
tion, Mr/2; immigration 
to, Ja/66; real-estate 
development, JI/41-43 

Cambridge Reports Trends 
and Forecasts, J\/17 

Campbell Soup: 
regional marketing, Ap/ 
66; rock concert promo- 
tions, Ap/66 

CareUnit, Ap/21-22 

Careers and the Handi- 
capped, Ja/19 

Caregivers to the elderly: 
effect on job perform- 
ance, S/39; need, S/39; 
support systems, S/39 

Cash America Investments, 


Cash purchases, D/12 

Cellular telephone market, 
Mr/50-51, Ag/57, D/9 

Census, 1990: 
CD-ROM technology, JI/ 
20; data media, JI/20- 
22; geographic areas, 
JI/23; private data com- 
panies, role of, JI/22; 
products, Ag/20; ques- 
tionnaire, Ap/24-31; 
summary tape files, JI/ 
20-21; TIGER (digital 
mapping files), JV/22 

Census Bureau: 
activities, N/46-47, 66; 
househo'ds, F/20; pubii- 
cations N/66; SIPP, Je/ 
22, N/46-47; state pro- 
jections, F/18 

Census data: 
distribution policies, Ap/ 
10; electronic formats, 
Ap/10; future formats, 
Ap/i0 

Center for the New West, N/ 


Championship Auto Racing 
Teams, Ap/20 
Charitable giving, Mr/17-19 
Chemical accidents: 
need for disaster plan- 
ning, N/66; risk by met- 
ropolitan area, N/44-45, 
66 


Chi Pants, F/16 

Chicago, lilinois, Hispanic 
population of, S/58-60 

Child care: 
by parents, Ji/52; cor- 
porate programs, Mr/ 
17, My/19; costs, S/14; 
expenditures, S/20; par- 
ents’ attitudes toward, 
$/14, 16; Sweden, Ap/ 
70 

Childbirth, costs of, J9/15 

Children: 
attitudes toward school, 
F/12; banking services 
for, $/21; ideal number, 
international, Je/60; 
population projections, 
My/34-37; videocassette 
use, Mr/18 

Children’s Defense Fund. S/ 
20 


Children’s market, Mr/14-15 
Children’s Video Report, Mr/ 
18 


Chinese Americans: 
house symbols, Ja/18; 
housing needs, Ja/18; 
television viewing, Ja/18 

Chivas Regal, Je/11-12 

Christmas: 
activities, D/ 32; con- 
sumer spending, D/33; 
food, D/32; gifts, D/4, 
32; products, D/32-33; 
retail sales, D/32; 
stores, D/52 

Chronicle of Philanthropy, 
Mr/18-19 

Churches, Protestant: 
parishioner expecta- 
tions, Ja/16; space 
needs, Ja/16 

Cities: 
demographic character- 
istics, My/22-24; eco- 
nomic cycles of, Ap/56, 
58; ethnic diversity, My/ 
23-24; marketing to cor- 
porations, Ap/55-58; 
nonmetropolitan, My/ 
20-24; population 
growth, My/23-24: quai 
ity of life, Mr/14, ApySé 

Claritas Corporation, Ja’/C 
JV/8, 45-46, Ag/34-37 
N/26 

Clerical workers, attitudes 
of, 0/11-12 

Cleveland, Ohio, renewal of, 
N/58-59 

Climates, urban, JI/11-12 

Cluster analysis, JI/45-46 

Clustering of America, JI/45- 
46 


Coca-Cola, marketing mis- 
takes, D/8 


Cocooning, evidence 
against, D/26 

Coleco, marketing mistakes, 
D/20 
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College: 
costs, Mr/11, D/3; en- 
rollments, Ja/14, S/71; 
savings plans, Mr/11 
College students: 
consumer spending, Ap/ 
36; media use, Ap/36; 
older, F/12 
CollegeTrack, Ap/36 
Colorado, small business 
climate in, N/52, 56 
Commuters, marketing to, 
Mr/50-51, Ag/57 
Commuting to work, Mr/50- 
51, S/10 
COMPASS desktop system, 
Ja/70, Ag/34-37 
Computer software, demo- 
graphic, JV/8 
Computer-assisted inter- 
viewing, 0/8 
Computers, home, D/20 
Condé Nast Pubiications, 
Mr/62 
Condoms, Je/17 
Conference Board, 0/39-41 
Connecticut: 
commuters, Ag/57; 
mass transportation, 
Ag/57; per capita in- 
come, S/18 
CONQUEST desktop system, 
Ag/34-37, D/25 
Conspicuous consumption, 
/64 


Consumer attitudes, JI/40- 
41, D/36-37 

Consumer Expenditure Sur- 
vey (CEX), Ag/26-30, N/ 
46, 0/4 

Consumer information in- 
dustry, Ja/20-21: 
desktop systems, JI/8, 
Ag/34-37; history, Ja/ 
21; technological ad- 
vances, Ja/2, S/8 

Consumer research, Mr/40- 


Cooking: 

Cajun, Je/16; women’s 
attitudes toward, Mr/62 
(See also Food) 

Cost of living index: 
American Chamber of 
Commerce Research 
Association (ACCRA), 
Ap/51; Bureau of Labor 
Statistics (BLS), Ap/50- 
51 

Cotton, S/20 


Counties approaching MSA 
status, Ja/56 

Country, F/15-16 

Country America, 0/18-19 

Country life, F/15-16 

Credit cards: 
theft of, Ag/64; use, D/ 
12 


Criminals, experience of, Mr/ 
11-12 


Croft, A. C., My/18 

Crystals, F/16 

Cultural pretensions, My/60 

Current Population Survey 
(CPS), Ja/34-38, Ap/51, 
My/20-27, N/46 

Dallas, Texas: 
computer industry, Ag/ 
60; information indus- 
try, Ag/60 

Database marketing, My/8, 
JV/8, $/23-25, 53, 68, N/ 
56 

Databases, integrated, Ag/8, 
Ag/34-37 

Death and dying, Ap/13-14 

Del Webb Development 
Company, D/41-42 

Delivery services, D/4 

Della Femina, McNamee 
WCRS, Ag/16-17 

Democratic Party, marketing 
mistakes, D/21 

Demographic data sources, 
S/46-48 


Demographic information 
management, Ji/8, Ag/ 
20-21, 34-37 

Denver, Colorado: 
economic conditions, N/ 
52; population growth, 
N/52 


Des Moines, lowa: 
demographics of, D/46; 
economic conditions, 
D/46; source of survey 
samples, D/46 

Desktop demographics sys- 
tems, Ag/34-37 

Detroit Free Press, 0/22-23 

Diapers, biodegradable, S/20 

Diet food, D/26 

Direct mail, unopened, D/11 

Direct marketing, costs of, 
$/53 


Directory Data, D/13 
Discriminant analysis, JI/40- 
41 


Disneyland: 
attendance, My/52; mar- 
keting My/52 

Divorce: 
economic conse- 
quences, Mr/13; percent 
divorced by years of 
marriage, F/12; rates, 
Ag/12 

Dollar Dry Dock Bank, S/21 

Doner, W.B., Advertising, 
Mr/30 

Donnelley Marketing !nfor- 
mation Services, Je/22, 
Ag/34-37 

DowBrands, Ja/24, Ag/20 

Drake Beam Morin, My/19 

Drug abuse: 
government policy to- 
ward, N/2; social causes 
of, N/2 

Duke University alumni, atti- 
tudes of, F/11 

DuPont Company, My/19 


Earthwatch, F/14-15 

Eating habits, F/30-33, Je/16 

Edina, Minnesota, 0/52-54 

Educational attainment: 
correlated with income, 
Ap/14; metropolitan ar- 
eas, F/52 

Elderly: 
caregivers to, S/39; 
consumer spending, 0/ 


30-31; disabilities, Mr/2; 


home care, $/32-34; 
housing, Je/36-37; 
magazines, Je/17; mar- 


ket segmentation, Je/30; 


migration, 0/28-31; 
models, F/14; pet own- 


ership, N/14; retirement, 


0/28-31; service needs, 
$/38 (See also Older 
adults) 

Electronic couponing, S/8 

Employers’ guide to child 
care, Mr/17 

Entertainment, consumer 
spending on, S/17 

Envelope adhesives, F/56 

Environmental concerns, 
marketing to, F/2 

Epsilon, S/24 

Ethnic groups: 
children, My/34-37; 
marketing to, Mr/31-32, 
Ag/55-56; percent of 
population, My/13, 34- 
37 

Ethnic stereotypes in adver- 
tising, Mr/28-32 

Executive search consult- 
ants, My/18 

Executives: 
attitudes toward leisure, 
Ja/44-45; dismissed, 
My/19; fitness activities. 
Ja/45, 74-76; leisure 
activities, Ja/42-45, 74; 
musical preferences, Ja/ 
45; reading habits, Ja/ 


Fair-share agreements, Mr/ 
32 


Fairs, state, Ap/62 

Families: 
communication within, 
N/62; lobby groups for, 
Ap/15 


Families, large: 
consumer spending, Ja/ 
34-38; heads of house- 
hold, Ja/36-37; income, 
household, Ja/36; with 
women in the labor 
force, Ja/38 

Families, married couple: 
income D/9-10; natural, 
N/15; reconstituted, N/ 
15 


Family life, attitudes toward, 
Je/12 


Family size, Je/60 


Farm households, marketing 
to, Je/53-54 


Fashion industry, marketing 
mistakes, D/18 

Federal Reserve Board, Je/ 
18-22 

Financial planning: 
anxieties, My/10; de- 


mand for services, Ap/8; 


need for certification, 
Ap/8; older adult mar- 
ket, My/33, 58 

FIND/SVP, Mr/14-15, S/21, 
D/A3 

First Children’s Bank, S/21 

Fishing, 0/48, 50 

Fitness activities: 
corporate benefits, 0/ 
34-37, 59; nonparticipa- 
tion, My/41; older 
aduits, My/58-59; par- 
ticipation, My/38-41; 
regional differences, D/ 
25 

Fitness industry, My/6 

Florida: 
hosting of guests, N/49: 
state lottery, F/48; tour- 
ism, N/49-50 

Flushing, New York, immi- 
gration to, Ja/68 

Flying, fear of, S/13 

Focus groups: 
criteria for success, D/ 
36, goals, D/36 

Food: 
buying behavior, S/44- 
45; diet, D/26; frankfurt- 
ers, 0/39-40; health 
foods, F/33; kosher, Je/ 
16; organic food sales, 
F/32-33; preferences by 
region, JI/14; turkey, N/ 
6 


Food Marketing Institute, 
Mr/36 

Food retailing, Mr/40-41 

Food service industry, edu- 
cational benefits in, JI/ 

2 

Football fans, D/13 

Foreign-owned businesses, 
Ag/16 

Foreigners employed by U.S. 
businesses, Ag/16 

Fortune, S/39 

Frito-Lay: 
marketing to Hispanics, 
F/44-45, Mr/30-32; pro- 
motions, F/44-45 

Gabal, James M., 0/18-19 

Gallup Organization, Ap/22, 

Garages, two-car, Ap/21 

Gasoline, pumping, Ap/21 

Georgetown, Kentucky: 
economic conditions, 
Je/45-46; Toyota fac- 
tory, Je/45-46 

Gerber Products, D/13 

Gift-giving behavior: 
by household type, D/4; 
by residence, D/4; 
Christmas, D/32 

Globo, Ja/18 


Golden Years, Je/17 

Graceland, My/47-48 

Grandparents, D/21 

Grandparents, marketing to, 
0/21 

Greenwood Performance 
Systems, S/52 

Greeting-card industry, F/7, 
D/13 


Handwriting, S/40-43, 68 

Health activities, by state, 
My/13-14 

Health care: 
anxiety, My/10; costs, 
My/10, 0/34-37, 59, D/ 
11; employees, 0/34- 
37, 59; marketing 
strategies, Ap/47; mod- 
ern vs. traditional mar- 
kets, Ap/47; regional 
differences, D/25 

Health care, long-term: 
costs, F/34-37; insur- 
ance, F/37, D/11; pian- 
ning, Ag/24-25 

Health clubs, My/6 

Health promotion programs, 
0/34-37, 59 

Health services, perceived 
value of, D/11 

Health statistics: 
index development, D/4; 
national data set, D/6; 
National Center for 
Health Statistics, D/18 

Height: 
average American’s, by 
sex, My/14, 17; self- 
perceived, 0/12 

Henkel, William, Ag/24-25 

Hispanic Link, Ja/18 

Hispanics: 
automobile ownership, 
Ap/21; brand loyalty, F/ 
44-45; Chicago, Illinois, 
$/58-60; educational 
attainment, Ja/10; in- 
come, Ja/10; Los Ange- 
les, California, D/14; 
market size, Mr/28; Mi- 
ami, Florida, Ag/53-55; 
population growth, Ja/ 
10; poverty, Ja/10; radio 
market, Je/8, S/58; 
Spanish language use, 
Ja/18, 0/63; state of 
residence, Ja/10; televi- 
sion viewing, Ja/18 

Holidays: 
federal, Ja/6; state, Ja/6 

Home-equity credit, My/14 

Homeownership, N/14 

Homes, attachment to, S/17- 
18 


Homosexuals: 
brand loyalty, 0/48; 
consumer spending, 0/ 
46; marketing to, 0/45- 
48 


ae Kong, emigration 
from, Ja/68 


Hood River, Oregon, Ap/58- 
60 
Horse-racing tracks, JI/47- 


Households: 
composition, Mr/20-27; 
consumer spending, S/ 
29; consumer spending 
by type, Ag/26-30; con- 
sumer spending, pro- 
jected, Ag/61; growth by 
age group, Mr/20-27; 
headed by older adults, 
Mr/67; headed by 
women, S/27-29; in- 
come, Mr/20-27, S/29; 
income, by age group, 
Mr/20-27; income, dis- 
cretionary, 0/39-41; 
married couple, Ag/26- 
30, 61; projected by 
type, F/55, Mr/20-27; 
projected growth, Ap/ 
75; wealth, Je/18-22 

Housing: 
cost by region, Ja/31- 
33, 72, 74; median price 
by zip code, Je/44; re- 
tirement, Je/28-30, 35, 
56-57 

Housing starts: 
by region, Ja/33; com- 
pared to growth, Ja/32 

Houston, Texas: 
annexations, My/43; 
homosexuals, 0/45-46; 
Montrose neighbor- 
hood, 0/45-48; popula- 
tion growth, 0/46 

Hudson Institute, Ap/41 

Huntsville, Alabama, Ja/64- 
66 


Hyatt Hotels and Resorts, 


Immigrants to the U.S.: 
Asian, Ja/68; by age and 
country of origin, Mr/ 
12; Irish, Mr/2; Nicara- 
guan, Ag/53-54 

Impact Resources, S/60 

income, discretionary: 
by age group, 0/41; by 
educational atiainment, 
0/41; by household 
type, 0/40-41 

Income, household: 
by age group, Mr/20-27; 
definitions, S/64-65; 
headed by women, S/28 

Income, per capita: 
by educational attain- 
ment, Ap/14; Connecti- 
cut, $/18 

Income statistics: 
definitions, Ap/50-51; 
sources, Ap/51 

Independent Sector, Mr/17 

Influential consumers, Mr/ 
12-13 

Infomark desktop system, 
Ag/34-37 


Infomart, Ag/60 
INFORM, JI/16 
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Informal sector (See Under- 
ground economy) 
Information Industry Asso- 
ciation, Ag/8 
Information Resources (IRI), 
6 


institute for Personnel Man- 
agement (IPM), Ja/68 

Institute of Language and 
Phonology, Ja/66 

Insurance, perceived value, 
D/11 

Internal Revenue Service, 
Ap/13 

International Association for 
Financial Planning, Ap/8 

International Non-Woven 
Disposable Association, 
$/20 


International Research Asso- 
ciates, My/19 

Interviewing, 0/8 

IRA investor's Quarterly, Mr/ 


IRA owners, Mr/19 

Ireland, immigrents from, 
Mir/2 

Islamic countries, S/66 

islamic population, world- 
wide, S/66 

Jeans, Je/40-41 

Job satisfaction, 0/11-12 

John Deere, Ja/65 

John Hancock Financial 
Services, S/39 

Kelly Services, D/34-35 

Kennedy Publications. My/ 
18 


Kidder, Peabody and Com- 
pany, D/20 

Kimberly-Clark Corporation, 
0/36-37 

— Los Angeles, 0/54, 
5 


Kodak, 0/34-37 

Kosher food, Je/16 

Kraft General Foods, 5/24, 
D/25-27 

Labor force, 
diversity, My/34-37, Je/ 
2; new entrants, N/67; 
shrinkage, projected, Je/ 
2 


Labor unions: 
British, Mr/64-66; de- 
Clining membership, 
Mr/64-66; Japanese, 
Mr/64; new services, 
Mr/64 
Lake Superior, JV/49-50 
Lake Superior region: 
demographic character- 
istics, JI/49-50; eco- 
nomic conditions, JI/49- 
50 
Langer Associates, F/24 
Language study: 
Japan, My/54; United 
States, My/54 
Language use: 
accent reduction, Ja/66; 
mosi common, My/54; 


sexist terminology, Ja/ 
13; Spanish speakers, 


Latin Ad, Ap/21 
Laventhal and Horwath, Je/ 
16 


Lawn and garden industry, 
Ja/65-66 

Leisure activities, Ag/16 

Leisure time, Ja/16, JI/33-35 

Lempert Report, Ja/19 

— handwritten, S/40- 


Levi-Strauss & Company, 
Je/40-41 

Levine, Huntley, Schmidt, 
and Beaver, Ja/60 

License plates, D/56 

Lieberman Research, My/10 

Life expectancy: 
by occupation, Ag/12; 
cost of gains, Mr/2; per- 
ception of, JI/13-14 

Lifeline Systems, S/38 

Lifestyles and Values of 
Older Aduits (LAVOA), 
Je/28-30 

Limousine and Chauffeur, 
Ap/20 

Limousine services. An/20 

Local area statistics, My/42- 


Local governments, racial 
composition of, My/13 

Local marketing, S/52-53 

Logos, corporate, Mr/68, 0/ 
64, N/32-33 

Los Angeles, California: 
buying power, Je/11; 
consumer attitudes vs. 
San Francisco, S/60-62; 
Hispanic market, D/14- 
15; population, Je/11; 
traffic congestion, Mr/ 
49-51 

Lotteries, state, F/48 

Louis Harris Associates, Ja/ 
16, 0/14 

Lower East Side Tenement 
Museum, N/13 

M/A/RIC, 8/24-25 

Magazines: 
Criteria for success, 0/ 
13; newly published, 0/ 
13; popularity by city, 0/ 
15-16; who buys by 
age, 0/23 

Mail-order buying, N/20 

Manpower, Inc., D/34-35 

Mardi Gras, F/45-46 

Maritz Marketing Research, 
N/20; D/33 

Market* America desktop 
system, Ag/34-37 

Market information systems, 
Ja/70, Ag/34-37 

Market research firms, se- 
lection of, Mr/44-46 

Market research industry: 
growth, F/8; trends, F/8 


Market Segment Research, 
Mr/30 

Market segmentation: 
Q-sort technique, S/44- 
45; VALS2 psychogra- 
phic system, JI/25-26, 
30-31, 53-54, S/2 

Market Statistics, Ja/53 

Marketing Department, S/21 

Marketing failures, D/16-21 

Marketing managers, educa- 
tion of, Je/6 

Marriage and health, N/40- 
43 


Marriage statistics, F/12 

Marriot Corporation, S/38 

Marshall Marketing & Com- 
munications, JI/25 

Mass media: 
audience measurement, 
Je/8; consumption of, 
0/20-21; decline in 
standards, My/2; distor- 
tion of trends, D/22-27 

Mass transit, Ag/58-60 

Massachusetts Museum of 
Contemporary Art, 0/ 
50-52 

Massachusetts, northwest: 
economic conditions, 0/ 
50, 52; population loss, 
0/50, 52 

Mature market: 
definition of, Ag/2; me- 
dia preferences, 0/20- 
26 (See also Elderly, 
Older adults) 

Maturity News Service, 0/23 

MAX (Metropolitan Area Ex- 
press), Ag/58-59 

McCann-Erickson Advertis- 
ing, Ja/24 

Mediamark Research, Ja/19, 
25, 34, 37-38, Ap/21, JI/ 
2, 0/6, 24-25, N/20, 60, 
D/13 

Medicare, F/36-37 

Megalopolis, northeastern, 
0/12 

Memphis, Tennessee: 
Graceland mansion, My/ 
47-48; tourism, My/47- 
48; 

Men, single (See Bachelors) 

Meredith Corporation, 0/18- 
19, D/21 

Merrill Lynch, Ag/24-25 

Metaphor Computer Sys- 
tems, JI/8 

Metropolitan areas: 
population growth, Mr/ 
17; rankings, advan- 
tages of, Ja/58; rules for 
defining, Ja/54; used to 
allocate government 
funds, Ja/53-54 

Miami, Florida: 
Hispanic population, Ag/ 
53-55; Nicaraguan 
population, Ag/53-54; 


population projections, 
Ag/54 


Michigan, northern: 
retirement boom, My/ 
49; vacation homes, 
My/49 

Microwave ovens, Mr/62, D/ 
26 


Midwest: 
lawn and garden mar- 
ket, Ja/66; markets, Ag/ 
56-57; population 
growth, JI/12-13 

Migration for retirement, 0/ 
26-31 

Milwaukee, Wisconsin: 
economic conditions, 
Mr/57-58; self-promo- 
tion campaign, Mr/57- 
58 

Minorities, My/34-37 

Models, older adult, F/14 

Modern Maturity, F/14 

Mommy track, Je/2 

Montgomery, Alabama, Ja/ 
66 


Motown Records, marketing 
mistakes, D/19 

Music: 
Classical, Ag/11, 46-47; 
effects on eating, Ja/19; 
market segmented by 
style, Ag/42-45, 61 

Naming real estate develop- 
ments, Ap/42-45, S/72 

Nashville Network, The 
(TNN), 0/18-19 

National Car Rental, N/32 

National Center for Database 
Marketing, My/8, S/24 

National Clearinghouse for 
Alcohol and Drug Infor- 
mation, Ap/22 

National Committee for 
Adoption, 0/11 

National Consumer Re- 
search, D/2 

National Decision Systems, 
Ag/34-37 

National Institute on Aging, 
Ap/13-14 

National Opinion Research 
Center, 0/8 

National Planning Data Cor- 
poration, Ag/34-37 

Neighborhood stores, 0/52- 
54 


New Haven, Connecticut: 
population growth, D/ 
44; renewal, D/42-44; 
targeting businesses, 
D/44 


New Jersey, recycling in, 
Je/16 

New Orleans, Louisiana, F/ 
45-46 

New Right, women’s atti- 
tudes within, Ap/14-15 

New Woman, Ag/40-41 


Newspapers, Je/8, Ag/12, 
0/22-24 


Nielsen, A.C., D/19 

Nieto, Jess G., D/14 

Nike, D/42 

Norfolk-Virginia Beach-New- 
port News, Virginia 
MSA, Ja/58 

North Adams, Massachu- 
setts, 0/50-52 

North American Communi- 
cations, S/53 

North Carolina: 
growth industries, JI/50; 
smail businesses, JI/50 

Nostalgia Channel, 0/25-26 

NPD Group, D/13 

NPD/Nielsen, Ja/24-26 

Nursery school enrollments, 
$/20-21 

Nutri/System, N/18 

Nutrition, knowledge of, N/ 
18 


Occupational tenure, Ap/14 
Office of Technology As- 
sessment (OTA), Ap/10 
Ohio State Fair: 
attendance, Ap/62-64; 
corporate sponsorship, 
Ap/62; promotion, Ap/ 
62 


Oklahoma: 
horse racing in, JI/47- 
48; population projec- 
tion, J/47 

Older adults: 
convenience products 
for, My/28; counseling 
needs, My/33; financial 
planning, My/33,58; fit- 
ness market, My/58-59; 
home health-care 
needs, My/28; magazine 
readership, 0/23; mar- 
keting to, My/26-33, 58- 
59; media coverage of, 
0/22-23; media market, 
My/33, 58; newspaper 
readership, 6/22-23; 
psychographics, Je/28- 
30, 35, 56-57; radio lis- 
tening, 0/24, 54-56; 
survey information, Ja/ 
8; television viewing, 0/ 
24-26; transitions, Ag/2; 
travel, My/28, 33 (See 
also Elderly) 


Older Women's League, S/ 
39 


Oscar Mayer: 
marketing strategies, D/ 
39-40; Wienermobiles, 
D/39-40 


Outdoor advertising, Ag/55- 
57 


Outdoor eating, JI/6 


Packaged Facts, F/7, 14, Je/ 
16, D/13 


Packaged goods marketing, 
Ja/24 


Parent Action, Ap/15 


Parents, educational con- 
cerns of, D/13 


Pawnshops, N/60 
Payment Systems (PSI), Je/ 
22 


Pen and pencil market, F/14 

Penmanship, S/40-43, 68 

Pennsylvania, elderly in, S/ 
54-56 


Personal response system 
(PRS), S/38 

Personnel Journal, My/18 

Pet ownership, N/14 

PhDs: 
earned by region, JI/14; 
location of first job, JI/ 
14 

Philadelphia, Pennsylvania: 
ethnic marketplace, F/ 
43-44; South Philadel- 
phia, F/43-44 

Philip Morris, Ja/16 

Physicians, women, Ap/19 

Picnics, Ji/6 

Place names, construction 
of, Ap/42-45 

Plastic waste, JI/17 

Playground construction as 
promotion, F/45 

Population estimates: 
censal ratio method, Ja/ 
46; component meth- 
ods, Ja/49; housing unit 
rnethod, Ja/46, 49; 
methodology, F/53-55; 
retio-correlation 
method, Ja/49; United 
States total, My/14 

Population projections: 
by state, F/18-21, 53- 
55; cohort component 
method, F/39; decline in 
United States total, My/ 
i7; econometric meth- 
ods F/38-39; extrapola- 
tion methods, F/38; 
hypothetical, based on 
historical data, F/21 

Portiand, Oregon: 
economic conditions, 
Ag/58-59; public transit, 
Ag/58-59 

Poultry, N/6 

Poverty: 
by region, 0/13; metro- 
politan vs. nonmetropo- 
litan, 0/12-13 

Poverty status, transitions 
in, D/11 

Presbyopia, JI/S6 

Presidents, mortality rates 
of, Ja/14 

Presley, Elvis: 
Graceland, My/47-48; 
memorabilia, My/47-48 

Prime-Location desktop sys- 
tem, Ag/34-37 

PRIZM (cluster analysis sys- 
tem), Jl/45-46 

Productivity, N/16 

Promotions, Ja/24 

Providence, Rhode Island: 
economic conditions, 
Je/48-50; housing 
boom, Je/48-50 
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Psychographics, Je/28-30, 
35, 56-57, Je/64, JI/24- 
26, 30-31, 53-54, S/2, 
N/30-33 

Public Opinion, 0/21 

Q-sort methodology, S/44- 
45 


Radio markets: 
Hispanic audience, S/ 
58; local tie-ins, S/51- 
53; older adults, 0/54, 
56; who listens, 0/24- 
25 

Raleigh-Durham, North 
Carolina: 
health-care market, My/ 
50-52; hospitals, My/ 
50-52; population 
growth, My/50 

Rand McNally Commercial 
Atlas and Marketing 
Guide, Je/11 

Rankings, value of, Je/58 

Rapp and Collins, My/8 

Real estate development, 
control of growth, JI/43- 
45 


Recreation, S/17 (See also 
Sports and Fitness ac- 
tivities) 

Recruitment Today, My/18 

Recycling, JI/16 

Red Lobster Restaurants, F/ 
14 

Regional markets, Je/43-45, 
Ag/22 

Regions, vernacular, Je/43 

Reiman Publications, F/15- 
16 

Republic New York Corpora- 
tion, $/21 

Research & Forecasts, My/ 
17 


Resort Research and Mar- 
keting Company, F/15 
Restaurant meals, D/13 
Restaurants, N/68 
Retirement: 
communities, 0/30-31, 


D/40-42; costs, F/34-37; 


planning, My/10, Ag/24- 
25 
Retirement History Survey, 


Rock concerts, sponsorship 
of, Ap/66 

Rogers and Lerman, F/14 

Romance as marketing 
theme, Ag/38-41 

Romance literature, 
women's roles in, S/13- 


Roper Organization, My/19, 
Ji/14, Ag/16, S/16, 0/ 
14, 40, N/16, 20; D/11, 
12, 20 


Runzheimer International, 


Sailboard News, Ap/60 
Salesmen, automobile, Ap/ 
76 


San Francisco, California, S/ 
60-62 

San Francisco Chronicle, Ja/ 
18 


Santa Claus, Indiana, D/30 

Savings, Je/21-22, Ag/25 

Scanner data, Mr/41 

Scanners, laser, Ja/24 

Scholastic, S/20 

School enrollments: 
elementary, JI/55; sec- 
ondary, Ag/62 

Schools, banking in, S/21 

Scranton-Wilkes Barre, 
Pennsylvania: 
elderly population, S/ 
54-56; health-care in- 
dustry, S/56 

Sears, marketing mistakes, 
D/9 


Seattle, Washington: 
economic conditions, F/ 
46; growth concerns, F/ 
46-48; population 
growth, F/46 

Senior Advocate, 0/23-24 

Service industries: 
marketing, 0/42-43; 
staff training, 0/43; 
startup strategies, 0/42- 
43 

Sex education, S/16-17 

Shaving, N/20 

Shopping: 
demographic character- 
istics of shoppers, F/50; 
time spent, F/50 

Simmons Market Research 
Bureau, Ja/25-26, F/7, 
Je/8, S/6, 0/46, N/14, 
26 


Site Selection, Ap/56 
Site selection, Ap/55-58, Ag/ 
56-57 


Six Flags-Great America, 
My/33 


Sleeping, time spent, N/10- | 
11 \ 


Small business, advertising 
Strategies, Ag/55-56 

Small towns, Ja/80, My/20- 
24 

Smart cards, S/8 

Smokers, Je/17 

Solid waste, JI/16 

Somers, NY: 
economic conditions, N/ 
51-52; office construc- 
tion, N/51-52 

Single-source systems: 
development, Ja/25; 
limitations, Ja/26 

South: 
black migration to, S/ 
13; brain drain to, JI/14 

Sparkletts Water Systems 
Company, D/14-15 


Sports participation, My/14 


Sports preferences by sex, 
S/14 

SRI International, Je/28, JI/ 
25 


Stairways, Je/36-37 

Stalicup, John A., D/14 

State employees, Ja/6 

Statistical sources, My/42- 
43 (See also Population 
estimates) 

StayWell Health Manage- 
ment Systems, 0/36 
Stock market crash, October 

1987, F/11-12 
Strategic Directions Group, 
$/44-45 
Strategy Research Corpora- 
tion, D/14 
Sun City, Arizona: 
demographics, D/40; 
psychographics, D/41; 
social consciousness, 
D/42 
Sunscreens, Ag/6 
Super-Valu, S/53 
Superconducting super col- 
lider (SSC), S/62 
Supermarkets: 
hypermarkets, Mr/60; 
marketing, N/56; non- 
food items, Mr/38; pro- 
duce section, Mr/38; 
scanner data, Mr/39; 
service delis, Mr/38 
Survey of Consumer Fi- 
nances, Je/18-22 
Survey of Income and Pro- 
gram Participation 
(SIPP), Je/22, N/46-47 
Survey Sampling, Je/8, D/13 
Surveys, undercoverage, Je/ 
2 


Suzuki method, Ag/11 

Sweden: 
child care, Ap/70; pa- 
rental leave policy, Ap/ 
70 

Symbols: 
business uses, N/30-33; 
preference by psy- 
chographic group, N/ 
30-33 

Tax audits, Ap/13 

Taxpayer Compliance Meas- 
urement Program, Ap/ 
13 

Teenage Research Unlimited 
(TRU), Mr/13 

Teenagers: 
by age of householder, 
D/10; government poli- 
cies toward, N/2; influ- 
ence on consumption, 
Mr/13-14; music prefer- 
ences, D/19; self-image, 
D/13 

Telemundo, Ja/18 

Telephones: 
future services, 0/2; 
technological advances, 
0/2; unlisted numbers, 
JV47, 0/13 

Televisa, Ja/18 


Television: 
advertising, Ag/20; audi- 
ence measurement, Ja/ 
24-25; cable, Ja/25; for- 
eign-language broad- 
casting, Ja/18-19; satel- 
lite, Je/53-54; who 
watches, 0/24-26 

Television meters: 
accuracy, Ja/25; cost, 
Ja/25 

Tenements, history of, N/13 

Tennis players, N/14-15 

Texas: 
beer industry, Je/46,48; 
image, Je/46-48; tech- 
nology industry, S/62 

Texas Instruments, S/24 

Time pressure, Ap/2 

Time-use studies, F/50, JI/ 
33-35, 53, S/10, N/10- 
11 

Town planning, F/41-43 

Toy industry, 9/20 

Toyota, Je/45-46 

Traffic Audit Bureau, Ag/57 

Traffic congestion: 
Connecticut, Ag/57; Los 
Angeles, Mr/49-51; pro- 
jections, N/16 

Travel: 
business, My/17, Ji/15, 
Ag/14-16; frequent trav- 
elers, Ag/14; older adult 
market, My/28; popular 
destinations, 0/14-15; 
skills, JI/14-15; time- 
use data, S/10 

Travel & Leisure, 0/14 

Travel industry, employment 
in, 0/50 

Travelers Companies Foun- 
dation, 

Trends: 
analysis of, Ag/16-17, 
D/22-24; media distor- 
tion of, Ji/2, Ag/19-20, 
D/24; regional differ- 
ences, D/25 

Tropicare, N/18 

Trout and Ries, Je/ 22, D/21 

Truck drivers, Mr/51-54 

Truck stops, Mr/51-54 

Truck World, ’Mr/51-54 

TRW, S/24 

Turkeys, N/6 

Ukrop’s, N/56 

Underground economy: 
immigrants in, My/46- 
47; industries involved 
in, My/45-46; statistical 
effects, My/45-47 

Univision, Ja/18 

Urban Decision Systems, 
Mr/50 

Urban Profile, Mr/19 

Utah: 
birth rate, Je/54; eco- 
nomic conditions, Je/ 
54; median age, Je/54 


Vacation houses, F/15 

VALS2 (market segmenta- 
tion system), JI/25-26, 
30-31, 53-54 

Vermont, perceptions of, S/ 
56-57 


Veronis, Suhler and Associ- 
ates, 0/20-22 

Veterans, Ag/17-18 

Victoria, Ag/40 

Video Insider, Mr/18 

Videocassette recordings, 
Ja/16, Mr/18 

Voice analysis, S/8 

Volunteers for research proj- 
ects, F/15 

Walgreens: 
central-city siting, Ag/ 
56-57; saturation, Ag/ 
56-57 

Wasch, William K. Associ- 
ates, Je/37 

Washington, D.C., Mr/56-57 

Washington/Baltimore Re- 
gional Association, Mr/ 


Washington Mutual Savings 
Bank, S/21 


Waste Management, JI/16- 
17 


Water, bottled, D/13 
Water, vended: 
sales, D/14; marketing, 
D/14 
Wealth, Je/18-22 
Weddings, seasonal prefer- 
ences for, Je/12, 15 
Weight, self-perceived, 0/12 
West, traffic congestion, N/ 
16 


WindRider, Ap/60 

Windsurfing, Ap/58-60 

Wives as primary earners, 
D/9 


Women: 
attitudes toward cook- 
ing, Mr/62; caregivers 
to the elderly, S/39; in 
the media, Mr/12; mar- 
keting to, Ag/38-41; po- 
litical beliefs, Ap/14-15 
(See also Households 
headed by women) 

Women living alone: 
entertainment activities, 
Ja/14; travel, Ja/14 

WOOD, Mr/16-17 

Woodworkers, Mr/16-17 

Wool Bureau, D/36 

Work/Family Elder Direc- 
tions, S/38 

Work, attitudes toward, Ap/ 
68, My/19 

Workers, temporary: 
benefits, D/34-35; train- 
ing, D/34-35; wages, D/ 
34 


World's Fairs, marketing 
mistakes, D/19 


Wyek, John, Je/40-41 
Yellow Pages, Je/8, D/13 


Young adults (See Baby- 
bust generation) 

Young and Rubicam, 0/15 

Youth: 
nonwhites, projected 
percentage, My/34-37; 
percent of total popula- 
tion, My/36-37 

Zero Population Growth, Mr/ 
14, N/16 


Zip code areas, JI/46 


Ambry, Margaret. They've 
Got It Backwards, My/ 
14, 17 


American Demographics 
Staff. 1990 Census 
Questionnaire, Ap/ 
24-31; Missing the 
Market, D/16-21 

Arthur, Caroline. Going to 
Graceland, My/47—-48; 
Jill in the Box, Ja/13; 
Midwestern Comeback, 
Ji/12-13; Onion Rings 
to Class Rings, JI/13; 
Sex Games, $/14; Ten- 
nis Elite, N/14-15 


Avery, Robert B. and Arthur 
B. Kennickell. Rich Re- 
wards, Je/18-22 


Baker, Ross K. Automaniacs, 
Ap/76; Cluster Busters, 
Je/64; Culture Vultures, 
My/54; Fashion Plates, 
D/56; Fine Print, JI/56; 
Get in Your Licks, F/56; 
Initial Reaction, 0/64; 
Logotypes, Mr/68; 
Name That Town, S/72; 
Stix Trix Pix Slix, Ja/80; 
Table Manners, N/68; 
Who Steals My Purse, 
Ag/64 

Berry, Leonard L. How to 
Sell New Services, 0/ 
42-43 


Boone, Louis E., David L. 
Kurtz, and C. Patrick 
Fleenor. Games CEOs 
Play, Ja/43, 74-78 


Braus, Patricia. A Workout 
for the Bottom Line, 0/ 
34-37, 59 

Buglass, Karen. The Busi- 


ness of Eldercare, S/ 
32-34 
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Charboneau, F. Jill. The Big 
Orange, Je/11; Dr 
Mom, Ap/19; Imaginary 
Lovers, S/13; Mr. Green 
Teen, Mr/13-14; More 
than Money, Je/1 1-12; 
No Time for Art; Ja/16; 
Travel Truths, Ag/14; 
Who Gets Out? D/11 


Crispell; Diane. Black Watch, 
Ja/14-16; Circus in 
Somerville; N/51-52; 
Database Revolution, 
My/8; Finding Direction, 
Ja/70; Fit in Florica, My/ 
13-14; How to Hunt for 
the Best Source, S/ 
46-48; How to Navigate 
the Census Bureau, N/ 
46-47, 66; High Hopes 
on the Ropes, N/14; The 
Influentials, Mr/12—-13; 
June Bride, Je/12, 15; 
Mad About Metros, Mr/ 
17; More Bacon, D/9- 
10; Pay on Deliveny, Je/ 
15; People Talk, Com- 
puters Listen, 0/8 
Three’s a Crowd, Ja/ 
34-38; Women in 
Charge, S/27-29 


Curtindale, Frieda. A 
Red-Hot Mustang, Mr/ 
54-56 


Cutler, Blayne. All in the 
Famiiy, F/43—44; All 
Talk, No Action, S/16; 
Bachelor Party, F/ 
22-26, 55; Business 
Reports, My/18-19, Je/ 
16-17, JI/16-17, S/ 
20-21; Crime Stoppers, 
Mr/11-12; Diaper Delay, 
N/13-14; Facts about 
Fruitcake, D/32; For 
What It’s Worth, Ag/ 
42-45, 61-62; Foreign 
Staff, Ag/16; Here 
Comes Santa Claus 
(Again), D/30-33, 52- 
53; Hong Kong Heart- 
ache, Ja/68; Hot Dog, D/ 
39-40; Magazine Mania, 
0/13; Making a List, D/ 
33; Mature Audiences 
Only, 0/20-26; Meet 
Jane Doe, Je/24-27, 
62-63; My Old Kentucky 
Tatami, Je/45-46; Poor- 
est Places, 0/12-13; 
Real Islamic Revolution, 
$/66; Right or Wrong? 
Ap/14-15; Swedish Ex- 
ample, Ap/70; Third 
World Blues, N/16-18; 
Union Blues, Mr/64-66; 
Up the Down Staircase, 
Ap/32-36; 41; Yankee 
Jackpots, S/18 


Cutter, Susan L. and John 
Tiefenbacher. Plume 
and Doom, N/44—45, 66 


Doyle, Thomas B. Survival of 
the Fittest, My/38-41 


Edmondson, Brad. Aim Low, 
Ap/15-16; Almost 
MSAs Ja/56; America by 
the Numbers, JI/45~46; 


Big Thaw, F/11; Fear of 
Flying, S/13; From the 
Flophouse to Your 
House, N/13, S/13; Har- 
vard or Hardee’s? Mr/ 
11; Here Comes the Sun 
King, D/40-42; Here is 
the Church, Ja/16; How 
to Get Audited, Ap/13; 
In Little Managua, Ag/ 
53-55; A Moment on 
the Lips, D/9; Pennsyl- 
vania Time Warp, S/ 
54-56; Political Parents, 
Ap/15; Six Days on the 
Road, Mr/51-54; The 
South Gets Smart, JI/ 
14; Targeting Black En- 
terprise, N/26-27; 
What's on the Coffee 
Table, 0/15-16 


Exter, Thomas. The Count- 
down, Mr/67; Disap- 
pearing Act, Ja/78; High 
School Blues, Ag/62; 
Job Applicants, N/67; 
On to Retirement, Ap/ 
75; School Kids, JI/55; 
Sliding College Enroll- 
ment, S/71; Spanish 
Future, 0/63; Suzuki 
Meets Woodstock, Ag/ 
11; What’s a Researcher 
to Do? F/8; Years of 
Transition, F/55 


Feig, Barry. How to Run a 
Focus Group, D/36-37 


Feucht, Frederic N. It’s Sym- 
bolic, N/30-33 


Francese, Peter. On to the 
Future, Ja/20-21 


Gollub, James and Harold 
Javitz. Six Ways to Age, 
Je/28-30 

Greenwald, Mathew. Bad 
News forthe Baby 
Boom, F/34-37 

Hall, Paul. The Real America, 
D/22-27 

Hamel, Ruth. Food Fight, 
Mr/36-39, 60; Living in 
Traffic, Mr/49-51; Slow 
Train Coming, JI/43-45 


Hamel, Ruth and Tim 


Schreiner. The Bad Side" 


of Good Times, F/46- 
48; Cruising the Data 
Mall, Ag/60; Gitche 
Gumee Goes Glossy, 
Ji/49— 50; A Night on 
Splash Mountain, My/ 
52; Selling Alaska’s 
Pride, Ap/60-61; The 
Simple Life, Je/54; 
Speak English, Troops, 
Ja/66; Thinking Small in 
Denver, N/52, 56; Tune 
in to Older Listeners, 
0/54-56; Who Applied 
for Amnesty, Mr/58 


Hardee—Cleaveland, Karen. 
Is Eight Enough? Je/60 

Hughes, James W. and 
George Sternlieb. Night- 


mare on Main Street, 
Ja/30-33, 72 


Jackson, Trina. Beauty’s Lie, 
0/12: Child Careless, S/ 
14; Gld Man’s Best 
Friend, N/14 


Karel, Stephen. On Lan- 
guage, My/54 

Kirchner, Russell J. and 
Richard K. Thomas. 
Desktop Decisions, Ag/ 
34-37 


Longino, Charles F. and Wil- 
liam H. Crown. The Mi- 
gration of Old Money, 
0/28-31 


Maines, John. Debauching 
for Dollars, F/45-46; 
Hip to Be Square, F/ 
41-43; A Texas-Sized 
Jolt, $/62 


Manning, Joseph P. and 
Susan P. Haynie. How 
to Read Your Custom- 
ers’ Minds, JI/40—41 


Mueller, William. Are Ameri- 
cans Eating Better? F/ 
30-33 


Newitt, Jane. Gray Skies For- 
ever? N/36-39 


O'Hare, William. How to Use 
Income Statistics, Ap/ 
50-51; In the Black, N/ 
24-29 


Ostroff, Jeff. An Aging Mar- 
ket: How Businesses 
Can Prosper, My/26- 
33, 58-59 


Piirto, Rebecca. | Love a 
Good Story, JI/36-39, 
54-55; The Romantic 
Sell, Ag/38-41 

Pittenger, Donald. What If? 
F/21 


Raymondo, James C. How 
to Choose a Projection 
Technique, F/38-39; 
How to Estimate Popu- 
lation, Ja/46, 49 


Riche, Martha Farnsworth. 
All Mixed Up, N/15; Cali- 
fornia, Here It Comes, 
Mr/8; Change of Life, 
Ja/6; Getting It To- 
gether, Ag/8; Healthy 
Statistics, D/6; Lifeboat 
on the Sea, JI/8; Making 
Census, Ap/10; Measur- 
ing Media, Je/8; Night 
School, F/12; Psy- 
chographics for the 
1990s, Ji/25-26, 30-31, 
53-54; Scanning'for - 
Dollars, N/8; Separation 
Anxiety, Ag/12; A Wish 
List, S/8; The Wrong 
Number, Mr/13 

Robinson, John P. Ameri- 
cans on the Road, S/10; 
Caring for Kids, JI/52; 


Time for Work, Ap/68; 
Time's Up, JI/33-35; Up 
Close and Personal, N/ 
10-11; When the Going 
Gets Tough, F/50 


Royer, Mary—Paige. Classi- 
cal Gasp, Ag/46-47 


Russell, Cheryl. Another “F,” 
N/18-20; The Elephant 
Test; Ji/2; The Facts of 
Death, Ap/13-14; The 
Fifth Medium, 0/2; 
Guilty as Charged, F/2; 
Hooked on Drugs, N/2; 
How to Get Invited, S/2; 
| Hate to Be a Party 
Pooper, But . . ., Mr/2; 
Kiss and Tell, D/2; The 
Laugh Track, Je/2; Let 
the Good Times Roll, S/ 
17; No Ponderosa, S/ 
17-18; Not Waiting 
Around, Ja’14; The 
Not-Yet-There Market, 
Ag/2; Pay Attention, F/ 
12; People Who Lust 
After Big Numbers, My/ 
2; Surprise, Surprise, 
Surprise, Ja/2; Taking 
the Cure, Mr/17; What's 
Your Hurry? Ap/2 


Russell, David. Let's Sort It 
Out, $/44-45 


Russell, David and Martha 
Russell. The Ads that 
Made Milwaukee Fa- 
mous, Mr/57-58; Chi- 
cago’s Hispanics, S/ 
58-60; The Corn Belt’s 
Cutting Edge, D/46; The 
Great Gray Woods, My/ 
49; In the Shadow of the 
Mall, 0/52-54; On the 
McMidway, Ap/62-64; 
RFD with a Twist, Je/ 
53-54; Turf.Wars, Ja/ 
65-66; The Wisdom of 
Walgreens, Ag/56-57 

Ryans, John K. and William 
L. Shanklin. Cities for 
Sale, Ap/55~58 

Schiosberg, Jeremy. Con- 
necticut Is Jammed, Ag/ 
57; Divine Providence, 
Je/48-50; For Art’s 
Sake, 0/50-52; Green 
Mountain Mystique, S/ 
56-57; Gold in the Un- 
derground, My/45-47; 
Hello, Central, Give Me 
New Jersey, N/62; The 
MSA Mess, Ja/53-56, 
58; Welcome to Balting- 
ton, Mr/56-57; The 
Write Stuff, $/40-43, 68 


Schreiner, Tim and Ruth 
Hamel. Upstate, Down- 
state. S/60-62 


Schultz, Mark. City of Bat- 
tling Hospitals; My/ 
50-52; Small Business 
Means Big Jobs, JI/50 


Schwartz, Joe. Angling for 
Anglers, 0/48-50; Back 
to the Source, Ja/ 
22-26; Bad Values, D/ 


11-12; A Big Story, My, 
13; Black Clout, Ja/13; 
Bypassing t!:2 Newspa- 
per, S/53; Card the Cus- 
tomer, N/56; Census 
Means Business, JI/ 
18-23; Cheaper than 
Television, Ag/55-56; 
Databases Deliver the 
Goods, S/23-25, 68; 
Frito Parks, F/44-45; 
Future Lock, N/16; Hot 
Town, Ji/11—12; How to 
Find the Affluent, Je/22; 
| Can't Get No Satisfac- 
tion, 0/11-12; Income 
by Definition, S/64-65; 
Little Man's Bank, N/60; 
Longhorns and Long 
Necks, Je/46— 48; Mat- 
ter of Degree, F/52; 
Mother Less, My/17; 
O.K. for Horse Racing, 
JI/47-48; Not So Fast in 
Cedar Rapids, Mr/14; A 
Question of Rank, Je/ 
58; Right Place, Right 
Time, Ja/60; Rising 
Status, Ja/10; Rock 
Soup, Ap/66; Travel 
Tips, Ji/15; Wampum 
Woes, My/10; Why They 
Buy, Mr/40—41; Yester- 
day's News, Ag/12 


Schwartz, Joe and Thomas 
Exter. All Our Children, 
My/34-37 

Smith, David W. E. 
One-Story Living, Je/ 
36-37 


Shane, Ed. Playing the Local 
Song, S/51-53 


Stern, Bruce and Scott 
Dawson. How to Select 
a Market Research-Firm, 
Mr/44—46 


Sullivan, Maureen. Sunshine 
Gamblers, F/48° 


Ten Kate, Nancy. Charge It, 
D/12-13; Hazardous 
Duty, Ja/14; Here To- 
day, Gone Tomorrow, 
D/34-35; How Many? 
My/14; A Long Way to 
Go, My/13; They Love to 
Cook, Mr/62; Wood's 
Men, Mr/16-17 


Thomas, G. Scott. Major 
League Hopes, Ap/64, 
66; Micropolitan Amer- 
ica, My/20-24; Rebuild- 
ing the Rust Belt, N/ 
58-59 


Thomas, Richard.K. and Wil- 
liam F. Sehnert. The 
Dual Health-Care Mar- 
ket, Ap/46-47 


Townsend, Bickley. Are You 
Ready for the Country? 
0/18-19; Beyond the 
Boom, Je/49-41; Boom- 
let Market, Mr/14—-15; 
Living Well Longer, Ag/ 


24-25; Longer Lasting, 
Ji/13-14; Old Soldiers, 
Ag/17; Quenching His- 
panic Thirst, D/14-15; 
This Is Fun Money, 0/ 
38-41; Trend Com- 
mandments, Ag/16 


Waldrop, Judith. 99 Bottles 
of Beer, Ag/11-12; 
2010, F/18-21, 53-55; 
The Adoption Option, 0/ 
11; Alcohol Ads Anony- 
mous, N/20; Ball-Park 
Figures, 0/6; Black to 
the Future, S/13; Credit 
Lines, My/14; Feeling 
Good, My/6; Funny Val- 
entines, F/7, Grilling in 
the U.S.A., JI/6; Happy 
Holidays, Ja/6; How to 
Get to the Grass Roots, 
My/42- 43; If Wishes 
Had Wings, 0/14-15; Il- 
literate Journey, JI/ 
14-15; Inside America’s 
Households, Mr/20-27; 
irish Eyes on America, 
Mr/4; A Lesson in Home 
Economics, Ag/26-30, 
61; Let's Talk Turkey, N/ 
6; Making a Career of !t, 
Ap/14; Ninth Square, D/ 
42, 44; A Puzzling Drop, 
Mr/13; The Résumé, Je/ 
6; Sins of Omission, Je/ 
12; Space Invaders, JI/ 
11; Spaced Out in Ala- 
bama, Ja/60-64; State 
of Hospitality, N/49— 50; 
Status for Sale, S/6; 
Stock Answers, F/ 
11-12; Sun Worship- 
pers Anonymous, Ag/6; 
Thought that Counts, D/ 
4; Who Are the Care- 
givers? S/39; Wizards of 
Finance, Ap/8 

Walsh, Doris. Bash the Bot- 
tom Line, N/16; Does 
Your Bank Tell All? JI/ 
12; Invisible Women, 
Mr/12; Rich and Stingy, 
Mr/17; Road.Warriors? 
My/17 

Walter, Camilia. Hood River 
is Raging, Ap/58, 60 

Westerman, Marty. Death of 
the Frito Bandito, Mr/ 
28-32; Portland by 
MAX, Ag/58-59 

Weekes, Richard V. Gay Dol- 
lars, 0/45-48 

Wilson, Darbara Foley and 
Charlotte Schoenborn. A 
Healthy Marriage, N/ 
40-43 

Zelinsky, Wilbur: The Game 
of the Name, Ap/42-45; 
Rea! Regions, Je/43—45 


— Intex prepared by 
Robert Kiabee 
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